Accepted version of: 'Interactivity on Swedish newspaper websites: What kind, how much and why?'. Convergence: The International Journal of Research into New Media Technologies 18(2) : 195-213 7 Most research regarding interactive features of online newspapers has been descriptive and has not attempted to explain why certain publications employ interactive features to higher or lower degrees (Chung, 2007: 43-44) . Trying to move beyond this "mere counting" of different interactive features available on these web sites (as suggested by Boczkowski, 2002: 277) , this paper will employ a functional view of interactivity and will also attempt to analyze what factors seem to influence the employment of interactive features. As made clear from the discussion above, the choice of a functional view is not without its limitations. For one thing, by focusing only on the web site itself, a functional approach will inevitably exclude the site visitors from scrutiny. However, the focus of this study is on the web sites of Swedish newspapers and not on the visitors of these web sites. Although it seems clear that the perceived or the process view respectively could provide interesting insights regarding these matters, applying and augmenting the functional view in the way proposed above should provide the research community with important insights as to why newspaper web sites vary when it comes to their utilization of interactive features.
Chung's typology of interactive features
Regardless of whether one chooses to study interactivity from the functional, perception or process view, the literature identifies several different ways to synthesize different types of interactive features often found on web sites. Two such types that frequently appear in the research available are human and medium interactivity (e.g. McMillan, 2002b; Chung, 2008; Bucy, 2004) . Human interactivity refers to diverse facilitations of user-to-user-interaction, such as chat rooms and message boards. This dimension of interactivity draws on what is often labeled a sociological definition of the concept (Downes and McMillan, 2000) , and largely builds on the ideal of face-to-face interaction as the default or standard form of interactivity (e.g. Walther and Burgoon, 1992) and how the inherent "conversational ideal" is used to understand and evaluate Accepted version of: Larsson, Anders Olof (2012) In a recent paper, Chung (2008) opted for a perceived view of interactivity when studying patterns of online newspaper readers' uses of interactive features. Providing empirical data, Chung showed that her respondents not only identified human and medium interactive features, but also combinations of the two. Accordingly, human/medium interactive features "allows users to express their opinion" (Chung, 2008: 666) within the confounds of the site. Utilizing these kinds of features will allow users to contribute to the site themselves by uploading and annotating their own texts and pictures. In other words, newspaper web sites rich with human/medium interactivity are in some ways "engaging users as content co-producers" (Boczkowski, 2002: 278) .
Common functions include ''submit stories,'' ''submit photos,'' ''submit news tips,'' and letter-tothe-editor features. Features grouped under the medium/human label allow for user customization of site content. This follows what Deuze (2003: 214) has called an adaptive ideal, giving the users control, allowing them to choose what kind of news to consume and when to consume it.
Common functions include customized topics, headlines etc as well as various search and alerts features. This paper will employ the suggested typology in order to classify the interactive features found on Swedish newspaper web sites. Three main reasons for employing this typology can be discerned: First, it is empirically grounded; Second, it was developed specifically with newspaper web sites in mind; Third, it goes beyond the distinction between human and medium interactivity and provides the research community with a more diverse way of looking at the concept at hand. 
Influences for utilizing interactive features
Since the web sites studied in this paper are all subsidiaries of print newspapers, it seems reasonable to view interactivity as a form of newspaper content. Looking at earlier studies, it can be concluded from the extensive body of research available that newspaper content is influenced by several factors, both internal and external to the media company itself. Building on a literature review of earlier research, this paper will employ the following factors as independent variables: newspaper size, media ownership, region and competition within region, length of web presence and number and age of staff. These factors and the motivations for including them as independent variables are described in detail below.
Newspaper size
When it comes to the characteristics of newspaper content, many studies indicate that factors regarding size matter. Nerone and Barnhurst (2001) (2001) in their study of the websites of US newspapers, radio-and television stations. In conclusion, Massey (2000) found that although newspaper circulation correlated positively with the degree of customization (here labeled as medium-human interactivity) available to users, it did not significantly predict other aspects of interactivity.
Following Zeng and Li (2006) , it nevertheless seems plausible that larger media organizations would offer more interactive features on their web sites than smaller ones. As suggested by the studies above, circulation of the parent newspapers will be used as a measure of newspaper size.
Media ownership
Since the 1980s, the international media market has been increasingly characterized by ownership concentration (Picard, 1989) , often creating media ownership chains. Characteristics of media owners, particularly economic ones, are often regarded as having influences on media content and journalistic professionalism (e.g. Beam, 1993 [195] [196] [197] [198] [199] [200] [201] [202] [203] [204] [205] [206] [207] [208] [209] [210] [211] [212] [213] 18 predict medium interactivity, the overall assessment is that size of the newspaper organization does indeed matter for levels of interactivity on their respective web sites.
Previous research has also made the claim that financially strong media owners would have more resources available to invest in their newspapers, potentially resulting in higher degrees of interactivity on the web sites of these newspapers. From table 2 we can conclude that the net result of owner variable was not a significant predictor in any of the analyses performed. Owners, financially strong or not, appear to have limited influence over these web sites -at least when it comes to interactivity.
As discussed earlier, the web sites of nation-wide newspapers might be expected to offer more interactive features than the web sites of their local counterparts. From table 3 we can tell that even though the mean differences of human and human-medium interactivity between national and regional newspapers were not significantly different, differences can be found when it comes to total interactivity (.49 and .34 respectively), as well as for medium (.54 and .29 respectively) and medium-human interactive features (.51 and .32 respectively). In general, the results indicate that national newspapers tend to offer more interactive features on their web sites than local newspapers. Scholars have suggested that there might be a cumulative effect of longevity when it comes to the working routines of online newspapers. However, the length of web presence variable did not emerge as a significant predictor for any of the five measures under scrutiny here. When it comes to use of interactive features, online longevity does not seem to be an important factor in the Swedish media environment.
Maintaining a highly interactive web site is frequently described as very labor intensive. Indeed, previous research has suggested that the number of web site staff would have a positive effect on the availability of interactive features available on the various web sites. From the regression analyses in table 2, we can tell that even tough the number of web staff variable significantly predicts levels of medium and medium-human interactivity, it fails to predict human, human-medium or the total amount of interactivity. Thus, the number of employees working with the web site apparently has some effect on the utilization of interactive features.
Previous research has suggested that employment of younger staff members would have positive effects on the availability of interactive features. The age variable included in the regression analyses, mean age of web staff, did indeed prove to be a significant predictor of total and humanmedium interactivity as shown in table 2. However, it failed to significantly predict the other three types of interactivity (human, medium and medium-human). Nevertheless, from these results it would seem that hiring younger web staff has at least a partial effect when it comes to their potential influence on the web sites with which they work. In sum, it seems that the web sites in the study that offers higher levels of total interactivity are those that belong to large, national newspapers with younger web staff. However, the analyses performed above did identify some interesting discrepancies regarding the predictors of the four types of interactivity. These discrepancies, and the overall results of the study, will be discussed in the next section of the paper.
Discussion
While the results of statistical analyses, like those featured in this paper, can provide overarching views for different research phenomena, they need to be contextualized with regards to previous research and the specific research setting in order to prove truly meaningful. As such, the following section discusses the results presented above in relation to previous research as well as in relation to online journalistic practices. . The results presented here suggests the opposite, mirroring the conclusions of other previous studies (Adams, 2007; Schultz, 1999) . As such, the size of the "parent" organizations appear to have little to do with the online performance of the individual newspapers. Perhaps the explanation for this lack of "strength in numbers" can be found among the theorists of media concentration. These scholars argue that large media owners tend to streamline content and focus more on economic revenue than on journalistic quality and on inciting new ways of journalistic practice (McManus, 1994; Bagdikian, 2004) . As pointed out by Mitchelstein and Boczkowski (2009: 564) , conservative tendencies like these are often associated with large owners -a claim that apparently holds true also in the era of online journalism. As traditional media organizations find themselves in an increasingly complex economic climate, large media owners might seek to maximize synergy effects, leading to similar or even identical web sites for the newspapers in the organization, rather than providing visitors of the various sites with more diverse material and varied features.
Even though the effect of owner size was found to be non-significant, newspaper size (measured with the Circulation variable) proved to be a significant predictor for total interactivity as discussed earlier. Taken together, this indicates that when it comes to employment of interactive features, the characteristics of the individual newspaper itself seems more important than the characteristics of its owner. Perhaps individual newspapers are not that dependent on their respective owners when it comes to decisions regarding web site practices.
The fact that the average national newspaper has significantly higher means of total, medium and medium-human interactivity than their local counterparts (as shown in As shown in analyses performed in this paper, the size variable of circulation and the variable measuring the mean age of web staff emerged as significant predictors of total interactivity. However, for human and human-medium interactive features, only circulation proved to be a significant predictor. For both medium and medium-human interactivity, number of web staff provided significant predictions. The fact that circulation also predicted the medium-human category mirrors the results of Massey (2000), who found that a similar measure correlated positively with the degree of customization features available to site visitors, features grouped under the aforementioned category in this study. Looking at table 3, we can see that the means for total, medium and medium-human interactivity were significantly higher for national newspaper web sites, but not the means for the human and human-medium category. Taken together, these results indicate that while the utilization of features such as chat, discussion forums, reader news tips etc (examples of human and human-medium interactive features) depend on the general size and strength of the newspaper (as measured by the circulation variable), web sites that feature high levels of medium and medium-human interactive features (such as video streams, interactive news graphics and customizable content) are often associated with national newspapers and require more specific (and perhaps also specially trained) personnel in order to shoot and edit the video to be published on the site, design and implement news graphics features and so on.
The results from this study provide the research community with insights into why newspapers should be expected to have an effect on a number of influences for the newspapers. Longitudinal studies, as suggested earlier, could also prove to give us insight into the dependent variables used.
For example, it might be interesting to see if age of web staff will remain as a significant predictor as today's younger journalists grow older and new generations enter the profession. Also, the role of owner organizations might be subject to change in an ever more competitive media environment. Indeed, Wimmer and Dominick state that "research is a never-ending process" Finally, it might be reasonable to ask the question if more interactivity always leads to better web sites. Even though there seems to be a connection between high levels of interactivity and popularity of web sites, the effect of interactivity is frequently described as two-sided. Research suggests that excessive interactivity might hinder user experience, demanding more patience, expertise and cognition of the site visitor, standing in the way of allowing the visitors to fully understand the message provided (Sundar, 2000; Bucy, 2004) . In the field of advertising, Liu and Shrum (2009) found that user involvement in the product advertised and Internet experience were important factors in explaining how user perceptions of interactivity in online advertisements are formed. Similarly, Sohn et al (2007: 116-117) found that "creating fancy and dynamic web sites for attracting consumers may return unexpected negative consequences", suggesting that less than positive effects might be looming unless web site operators take time to get to know the preferences of their audiences. Inspired by these results, future research projects focusing on online newspapers should address the question of how much interactivity might be considered "enough" interactivity in the context of newspaper web sites -both from the point of
